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Abstract—This article proposes the concept Tourism 

Competitive Advantage which emphasizes the development of 

tourism in knowledge quality and destination innovativeness by 

increasing entrepreneurship learning.  The population of this 

study is the tourism industry in Central Java Province with 200 

possessed by the government and private owners. The sampling 

method used was purposive sampling technique, 120 tourism 

leaders in Central Java Province. The result showed that 3 

proposed hypothesis were supported by empirical data and one 

hypothesis was not supported. When destination innovativeness 

increase will enhance competitive tourism and it was supported 

by empirical data. Knowledge quality which was developed as an 

antecedent to increase destination competitiveness advantages 

was not supported by empirical data. This condition is caused by 

knowledge quality indicators which include adaptable, applicable 

and expandable have not been carried out intensively, extensively 

and comprehensively. Knowledge quality has positive influence in 

destination innovativeness. Entrepreneur learning has positive 

influence in knowledge quality. The evidence of this model 

contributes to the theory by extending support for social 

exchange theory and knowledge management into the context of 

strategies for tourism marketing and development. This paper 

initiates a new research agenda of tourism competitive advantage 

with implication for future research, practice and public policy. 

Keywords—destination innovativeness, tourism competitive 

advantage, knowledge quality, entrepreneur learning 

I. INTRODUCTION

The condition of leisure economy is a trend for the 
community to switch from buying products to buying 
"experience". Due to that phenomenon, tourism becomes a 
very prospective sector to be developed. Tourism is one of the 
driving forces of business in the sector of service. If the tourism 
sector is compared to other sectors, tourism has more 
supporting potentials. The tourism industry triggers an increase 
in state revenue. 

A dynamic global tourism industry shows that destination 
competitiveness is very important to improve its performance, 
and can facilitate more effective destination management as 
well as inform overall sustainable economic development [1]. 
The attractiveness of a destination is also considered as an 
amalgamation of tourism products that offer integrated 
experiences and memories for tourists [1]. Therefore, tourism 
competitive advantage is something which is strategic and 
substantive. Competitive advantage is related to the ability of 
the goal to use available resources, that is, the distribution of 
resources [2]. Tourism Competitive advantage refers to the 

ability of a destination to attract and satisfy potential tourists 
[3].  

The Digital era has brought a revolution in interactions 
where new information, communication, and distribution 
opportunities are open at the same time, requiring many new 
tools and solutions now used by the tourism industry. 
Innovation is considered very important for the industry 
development to achieve sustainable competitive advantage but 
innovation in tourism remains a topic that is still being 
researched and innovation is somewhat underestimated in 
tourism [4-8]. Research gaps related to innovation in the 
tourism industry lead to insufficient understanding of important 
elements of innovation in the tourism business [8]. Destination 
innovativeness research is a new phenomenon. The tourism 
industry is different from manufacturing and many other 
services, and Destination innovativeness must be based, in part 
or in full, on other points of views and research instruments. 
Thus, a new methodology must be developed and Destination 
innovativeness research shall be carried out [9].   

 Problems of learning entrepreneurship are not only related 
to entrepreneurs who are learning during the process of 
exploring and exploiting entrepreneurial opportunities in 
creating new businesses or existing company management 

[10].  In short, the way of how the learning process takes place 

and when learning takes place are very important to understand 
the entrepreneurial process. Entrepreneurship means a learning 
process and entrepreneurial theory which need learning theory. 
The consequence of the increasing organizational learning is 
the increasing number of individuals behaving proactively. The 
study of Gaetane Caesens [11], however, recommends that 
future studies be assessed on individual factors in order to 
improve overall organizational performance. Thus, learning 
entrepreneurship is a strategic process in developing 
organizational performance. 

II. THEORETICAL FOUNDATION AND PREPOSITION 

DEVELOPMENT 

A. Tourism Competitive Advantage

Organizations whose sustainable competitive advantage are
the results provided by rare, valuable and unique human 
resources; customer relations and systems that provide 
organizations with a position of ongoing competition [12]. The 
basic thinking of creating a competitive strategy starts from 
how the business will be developed, what exactly is the goal 
and what policies will be needed to achieve that goal [13]. 
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The concept of sustainable development is adopted into the 
concept of developing sustainable tourism development [14]. 
Sustainable tourism development is defined as a tourism 
development process that is oriented to the preservation of 
resources needed for future development and does not have a 
negative impact on the development of local culture, but the 
existence of such cultures must be maintained for future 
generations [15]. 

Tourism Competitive advantage  refers to the ability of 
destinations to be more attractive and satisfying the potential 
tourists [3]. Tourism competitive advantage is the ability of 
objects and the attraction of tourist destinations to maintain 
market position, share and keep improving it in the long term 
[16]. Tourism competitive advantage is the ability of objects 
and attractiveness of tourist destinations to preserve existing 
natural capital for future generations [17], create and integrate 
value-added products which maintain their resources [18] and 
when referring to competitiveness of tourism destinations must 
also include the sustainability of local resources to ensure 
maintenance of long-term success and the achievement of 
equitable resource returns used to satisfy all stakeholders [19] 
and competitiveness refers to the ability of tourism destinations 
to improve high living standards for the surrounding 
community [15]. In terms of strategic management, the main 
objective of all processes carried out by the organization is to 
achieve sustainable competitive advantage [20] as like the 
development of the tourism sector which administers 
sustainable competitive advantage for the main goal together 
with the main variables such as destination value, destination, 
and tourism destinations that are not owned by other regions 
and able to become regional tourism identities [21]. The three 
general dimensions of tourism competitive advantage are the 
dimensions of attractiveness associated with the ability of 
destinations to attract and satisfy potential tourists; meanwhile, 
the economic dimension is related to the ability to change 
favorable positions into economic benefits with the ultimate 
goal of increasing the wealth of the local population; and 
finally the sustainability dimension is related to the long-term 
sustainability of a destination [16]. 

Thus, it can be concluded that the tourism competitive 
advantage is the ability of objects and the attractiveness of 
tourist destinations in maintaining the sustainability of local 
resources, creating and integrating value-added products, 
raising high living standards for surrounding communities and 
attracting as well as satisfying potential tourists. Tourism 
Competitive advantages must be economically, ecologically, 
socially, culturally, and politically sustainable. The indicators 
in this study are environmental sustainability, the welfare of the 
surrounding community (social wealth), visitor satisfaction, 
and attractiveness [15].  

B. Destination Innovativeness 

Destination innovativeness is the sustainable 
competitiveness of destination objects and tourist attractions in 
addressing the competition as well as in collaborating with 
similar objects to synergize strategies to attract the flow of 
tourist visits [22]. The tourism sector and industry must have 
uniqueness (differentiation) that is not owned by other regions. 
As the result to build this uniqueness, tourism marketers must 
have a high strategy and innovative power [23].  

In tourism and hotel companies, innovation has proven to 
be more complex than general management [24]. Hjalager [9] 
states that innovation in tourism occurs in the form of products 
/ services, processes, managerial, marketing or institutional 
innovation, yet, there remains little doubt about the relevance 
of innovation for the survival of tourism and hotel companies 
[9]. The former researches have so far largely concentrated 
solely on exploring the innovative capabilities of tourist 
destination actors, without testing the effect on the importance 
of innovation as a competitive advantage [24]. 

 The current paradigm shift in the meaning of innovation is 
connected with the development of product packaging, 
distribution, marketing and strategy [5]. There are many 
methods used to classify destination innovativeness but in 
general it revolves around the emphasis on object design and 
tourist attraction, market research, advertising and promotion 
[25]. Destination Innovativeness is an important component in 
achieving sustainable excellence in the tourism sector for it 
reflects the important means by which organizations are able to 
capture new opportunities [26]. 

Destination Innovativeness reflects the tendency of a tourist 
destination in supporting new ideas, updates, experimentation, 
and creative processes which can produce new products, 
services, or developed playing facilities [24]. Tho et.al [27] 
define Destination Innovativeness as the willingness of tourism 
companies to innovate. Destination Innovativeness is defined 
also as a company's tendency to engage in and support new 
ideas, novelty, experiments, and creative processes which can 
produce new products, services, or technological processes 
[28]. In addition, Destination Innovativeness is generally 
measured by innovations that occur in tourism namely tourism 
products / services, processes, managerial, marketing or 
innovation of tourist destinations [24]. 

Therefore, it can be concluded that Destination 
Innovativeness is defined as the willingness of tourist 
destinations to engage in and support new ideas, novelty, 
experiments, and creative processes which can produce new 
products, services, or new technological processes in existing 
playing facilities (playground). Destination Innovativeness is 
measured by indicators of assimilation, differentiation, 
inversion, and integration [29]. The results of Foroudi, Jin et al. 
[30], stated that the capability of innovation is one of the trigers 
in achieving sustainable competitive advantage. Due to that, a 
proposition can be arranged as follows: 

P1: Destination innovativeness is developed as an 
antecedent to increase tourism competitive advantage. 

C.  Knowledge Quality 

Knowledge plays an important role in innovation [31,32]. 
Innovation is not possible without proactive resources for 
cooperation, adequate technology and technological knowledge 
[33]. Transfer of knowledge is very essential for organizations 
because it tends to be global in nature to utilize diverse labor 
costs, expertise, and access to world markets [34]. Knowledge 
transfer, however, is a very difficult process to achieve and 
knowledge transfer might fail for reasons ranging from the 
quality of the relationship between the donor and the recipient 
group to the characteristics of the knowledge transferred. The 
transfer of knowledge taking place between groups has 
relatively higher quality from the knowledge possessed by new 
members compared to the knowledge that is in a group 
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although the decision to receive knowledge from new people is 
influenced by many factors, such as newcomer accommodation 
or conflict avoidance modes [34]. 

In the previous literature on knowledge transfer, it was 
argued that the higher the quality of knowledge, the more 
complex it is embedded in the reservoir of knowledge of the 
company which includes people, tasks, tools, and networks. 
The complexity of knowledge quality is a source of unique and 
imitable assets because high-quality knowledge is formed by 
the process of "learning by doing" in organizations, and the key 
to its creation is the accumulation of experience and knowledge 
[35]. High-quality knowledge acquisition is needed for 
innovation where suppliers and target companies share the 
same knowledge, while acquiring moderate amount of 
knowledge is needed for more innovation in fields unknown to 
supplier companies [36].  

New, innovative and useful knowledge for the organization 
/ institution / system shall meet the requirements of quality 
knowledge [37]. Knowledge that is used repeatedly for the 
formation of other new knowledge is high-quality knowledge 
[38]. Knowledge quality is defined as an acquisition of useful 
and innovative knowledge [39]. Knowledge quality is defined 
as the extent to which awareness and understanding of ideas, 
logic, relationships, and appropriate conditions can be used, 
relevant, valuable for context, and applicably adapted [40]. 
Knowledge can be innovative for a system or organization, but 
if that knowledge is not useful for organizational development 
or new innovation in the organization, then it cannot meet the 
knowledge quality criteria [41]. Knowledge quality can be 
concluded as knowledge that is used and has adaptability 
quality, development quality, and is easy to apply.  

Linkages, wealth, and knowledge strategies and processes 
are used to measure knowledge quality [37]. New, innovative 
and useful knowledge for the organization / institution / system 
meets quality knowledge requirements [38]. Knowledge 
quality is measured by using dimensions of usability and 
innovation [38]. Adaptability, expandability, and applicability 
are other important features of quality knowledge [35,42]. 
Knowledge which cannot be applied by individuals in real life 
because of its practical use is not quality knowledge. 
Knowledge quality enables organizations to adapt, develop, 
and easily apply knowledge in order to enhance effective 
actions and overcome uncertainties by adjusting their 
knowledge for flexible, broad and easy situations [40]. Thus, 
the indicators used in this study are Adaptable, Applicable, 
Expandable, True, Innovative, and Justified [38]. Knowledge is 
a competitive instrument in the tourism industry which is 
greatly important to understand knowledge as a resource and 
competitive advantage [5]. Therefore, a proposition can be set 
up as follows.  

P2: Knowledge quality is developed as an antecedent to 
increase tourism competitive advantages.  

Knowledge plays an important role in innovation [5]. 
Innovation in organizations is not possible without the 
existence of highly qualified human resources, who are 
proactive towards cooperation and innovation, technology, 
adequate technological knowledge and market knowledge. 

P3: Knowledge quality is developed to support the increase 
of destination innovativeness 

D. Entrepreneur Learning    

Entrepreneurship is very closely related to innovation 
because it often involves creating something new or in new 
ways: new combinations, new production methods, new 
businesses, new markets and new wealth [21]. The 
entrepreneurial spirit has an important role in the tourism 
industry [43]. The importance of entrepreneurship in the 
tourism industry has been largely underestimated or 
misunderstood [44] whereas entrepreneurship plays a major 
role in the development of tourist destinations, and the 
entrepreneurial figures have not been the subject of adequate 
research [8]. Cowdean et al. [7] defines entrepreneurship as a 
learning process derived from experience and innovation. 
Entrepreneurship describes a new combination process in a 
company in terms of creating new products, new processes, 
product quality, new organizational formats and so on to 
answer market challenges [6]. Entrepreneurship innovation in 
tourism has become a new approach that was initially ignored 
in the research agenda and ensures that there is still less 
research on entrepreneurship in the field of hotel industry and 
tourism management [5]. 

Today entrepreneurship is considered a process that focuses 
on innovation, growth and uniqueness [45]. Since the 
macroeconomic point of view is used, the literature has shown 
a positive correlation between innovation, entrepreneurship and 
economic growth [5-8]. Entrepreneurship is a missing link in 
economic growth because entrepreneurship is a form of 
knowledge from academics, universities and forms of 
commercialization of ideas [43]. Entrepreneurship is very 
closely related to innovation because it often involves creating 
something new or in new ways: new combinations, new 
production methods, new businesses, new markets and new 
wealth [46]. Entrepreneurship is a factor that supports 
innovation and an important determinant in the competitiveness 
of the tourism sector because it promotes the transfer of 
products [9].  

Entrepreneur Learning has been studied since a century 
ago, and has several learning characteristics which are different 
from other learnings [47]. Organizational learning has a very 
positive influence on knowledge sharing behavior [48]. 
Entrepreneurial Learning is one variation of the experiential 
and cognitive processes used to obtain, maintain, use and share 
entrepreneurial knowledge [47]. The learning process that 
explores and exploits existing opportunities enables an 
entrepreneur to respond to market conditions and determine 
renewal strategies that will be carried out as a step of 
innovation [49]. Learning of entrepreneurs can facilitate the 
development of one's dynamic capabilities in adapting to 
market changes and making appropriate innovations [50]. 

A successful entrepreneur has a behavior of willing to share 
ideas and information with others, receive constructive 
suggestions and criticism, and provides coaching clinics to 
other entrepreneurs to form a strong network of cooperation 
[47]. The results of Ernest's research, Matthew et al. [51] state 
that entrepreneurial learning aims to enhance creativity, have 
high innovation power as well as entrepreneurial spirit, and 
become someone who has the ability to solve problems 
effectively, to communicate, have networks and become 
leaders [52]. 

Many scholars have described tourism as a system rather 
than industry [44] and include attractions, services, promotions, 
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information and transportation as the other side of tourism 
offerings [53], with retail businesses serving tourists, including 
tourism destination assets owned and operated by tourism 
entrepreneurs, of which is an important part of that sector. 
Therefore, remembering the role of entrepreneurs who might 
be the key stakeholders of hoteliers or restaurant owners or 
other stakeholders such as retail business owners and tourism 
actors, their insights about education for businessmen in the 
hotel industry and tourism sector are important [54]. 

Entrepreneur learning in tourism is measured by indicators 
of creativity, risk-taking opportunities, and understanding a 
sense of tourism community [44]. Entrepreneur learning can be 
concluded as a learning process to improve the ability to 
capture career opportunities, creativity, risk taking and 
responsibility, and provide the technical and business skills 
needed to start a business.  

Entrepreneur learning involves a series of learning 
processes and skills such as the ability to recognize the 
personal opportunities of each individual, the ability to utilize 
existing abilities by generating new ideas and using the 
necessary resources, the ability of individuals to create, act, 
take risks by carrying out new adventures and the ability to 
think in creative and critical ways [44]. Entrepreneurial 
activities positively influence the innovation of entrepreneurs 
in the tourism sector [53]. Entrepreneur learning is also a 
learning process and knowledge-producing skills [8]. 
Therefore, a proposition can be arranged as follows: 

P4: The increase of entrepreneur learning that is developed 
will be able to give an effect on the increase of knowledge 
quality.  

III. RESEARCH METHODOLOGY 

A. Sample 

The population of this study is the tourism industry in 
Central Java Province with 200 tourism destination. The 
sampling method used was purposive sampling technique. The 
sample in this research is 120 tousrism  destination owner / 
leader in Central Java Province.   

B. Measurement of Variables 

The entrepreneur learning indicator refers to the Deale 

study [44] which involves recognizing opportunities, 
generating new ideas and taking risks. Furthermore, the quality 
indicator knowledge includes: adaptable, applicable and 
expandable [38]. Then, destination innovativeness involves 
assimilation, differentiation, integration [29] while Tourism 
Competitive advantages include environmental sustainability, 
social wealth and attractiveness [16]. 

The variables were measured with questionnaire by using 
Likert-scale with answer scale of 1 to 5. The scale represented 
the rating from 'strongly disagree' to 'strongly agree'. Table 1 
shows the results of validity and reliability test and a loading 
factor value above 0.7 [55] and a minimum reliability value of 
0.6 [56]. Therefore, it can be concluded that the instrument has 
the validity and reliability. 

IV. ANALITYCAL RESULTS 

The empirically model test used Structural Equation 
Modeling. The model indicates that Chi-square= 58.000 with 
probability value of 0.204; GFI=0.928, AGFI=0.888 and 
TLI=0.986, while value of RMSEA=0.037. The result of the 
model is a Fit. Based on statistically analysis, the results of this 
study indicate conformity with the required standard values. As 
shown in Figure 1 was the results of the Full Analysis Model. 

 

Fig. 1. The results of the full analysis model. 

Figure 1 shows that the 3 proposed hypothesis were 
supported by empirical data and one hypothesis was not 
supported by empirical data. The first hypothesis proposed was 
that increasing innovative destinations will enhance 
competitive tourism and it was supported by empirical data. 
This condition indicates that the increase in assimilation, 
differentiation and integration developed will realize 
environmental sustainability, social wealth and attractiveness. 
Thus, this supports the study of Foroudi, Jin et al. [30] the 
capability of innovation is one of the triggers in achieving 
sustainable competitive advantage. However, the second 
hypothesis of knowledge quality which was developed as an 
antecedent to increase destination competitive advantages was 
not supported by empirical data. This condition is caused by 
knowledge quality indicators which include adaptable, 
applicable and expandable have not been carried out 
intensively, extensively and comprehensively. 

The third hypothesis of knowledge quality which is 
developed will increase destination innovativeness was 
supported by empirical data. This condition indicates that 
increasing adaptable, applicable and expandable indicators will 
trigger an increase in destination innovativeness with 
assimilation, differentiation and integration indicators. Thus, it 
supports the opinion of Monteagudo and Maria [5] who say 
knowledge plays an important role in innovation. Innovation in 
organizations is not possible without the existence of highly 
qualified human resources, who are proactive towards 
cooperation and innovation. Meanwhile, the fourth hypothesis 
states that increasing entrepreneur learning developed will lead 
to an increase in knowledge quality was supported by empirical 
data. This condition shows that entrepreneur learning which is 
consist of ability to recognize opportunities, produce new ideas 
and take risks will enhance adaptable, applicable and 
expandable. Thus, this study supports the opinion of Gjedia and 
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Valentina [8] that entrepreneur learning is a learning process 
and skills which produce knowledge. 

 The results of the overall hypothesis test are presented in 
Table 1 as follows. 

TABLE I.  INNER PATH MODEL COEFFICIENTS AND THEIR SIGNIFICANCE 

No Exogenous variable Endogenous 

variable 

Standard 

Estimate 

T-value 

1 Tourism Competitive 
Advantage 

Destination 
Innovative 

0.403 3.648*           

2 Tourism Competitive 

Advantage 

Knowledge 

Quality 

0.070 0.653 

3 Destination Innovative Knowledge 
Quality 

0.404 3.943* 

4 Knowledge Quality Entrepreneur 

Learning 

0.296 2.854** 

p < 0.05; * p < 0.10; ** p < 0.01; *** p < 0.001 

The analysis of these direct, indirect and total effects is 
intended to determine the effects of the hypothesized variables. 
Direct effect is the coefficient of all coefficient lines with one 
end arrow or commonly referred to as path coefficient, while 
indirect effect is the impact caused by intervening variable. 
Furthermore, the total effect is the total sum of direct and 
indirect effects. The direct, indirect and total effects of each 
variable on the Knowledge Quality Development Model 
towards Entrepreneurship Learning-Based Organizational 
Performance is presented in table 2 as follows. 

TABLE II.  DIRECT, INDIRECT AND TOTAL IMPACTS 

No Variable Effect Entrepreneur 

Learning 

Knowledge 

Quality 

Destination 

Innovation 

1 Knowledge 
Quality 

Direct 
Indirect 

Total 

0.296 
0.000 

0.296 

0.000 
0.000 

0.000 

0.000 
0.000 

0.000 

2 Destination 
Innovation 

Direct 
Indirect 

Total 

0.000 
0.120 

0.120 

0.404 
0.000 

0.404 

0.000 
0.000 

0.000 

3 Tourism 

Competitive 
Advantage 

Direct 

Indirect 
Total 

0.000 

0.069 

0.069 

0.070 

0.163 

0.232 

0.403 

0.000 

0.403 

Table 2 containing the direct, indirect and total effects of 
tourism competitive advantage models explains that the 
knowledge quality is directly influenced by entrepreneur 
learning at 0.296 while the indirect effect that affects the 
knowledge quality is not apparent in this research model 
because the quality knowledge is a variable at the first level in 
a structured equation model.  

The destination innovativeness is directly influenced by 
knowledge quality with 0.404 while indirect effects which 
affect destination innovativeness are not seen in this research 
model because destination innovativeness is the first level 
variable in structured equation model. 

Tourism competitive advantage are directly influenced by 
quality knowledge (0.070 and destination innovativeness 
(0.403). It shows that destination innovativeness has a 
significant influence on tourism competitive advantage while 
indirect effects of quality knowledge on innovation through 
destination are 0.163.  

The total effect of entrepreneur learning on tourism 
competitive advantage is 0.069. Meanwhile, Knowledge 
quality for tourism competitive advantage is 0.232. Destination 

innovativeness regarding tourism has a competitive advantage 
of 0.403. Based on these total effects, Destination 
innovativeness towards tourism competitive advantage is 
40.3%. 

V. DISCUSSION CONTRIBUTIONS AND IMPLICATIONS 

The developed and expanded knowledge quality has 
consequences of being able to adapt or being easily applied to 
tasks. Knowledge must be transformed into action to realize its 
usefulness and profitability. Unique knowledge is a source of 
innovative activity. Thus, the possessed quality of knowledge 
resources must be dynamic in order to realize tourism 
competitive advantage. 

It provides better insight into the potential factors to 
influence tourism competitive advantage through 
entrepreneurial learning and knowledge quality and destination 
innovativeness on non-government and government attractions. 

  knowledge quality is a key factor in improve the 
destination innovativeness and it helps to reach the tourism 
competitive advantagesthis article offer a deeper understanding 
of important contextual issues which have impacts on efforts to 
implement strategies of tourism marketing and in turn increase 
destination competitive advantages. Therefore, the evidence of 
this model contributes to the theory by extending support for 
social exchange theory and knowledge management into the 
context of strategies for tourism marketing and development.  

VI. DIRECTION FOR FUTURE RESEARCH 

The calculation results with Software AMOS show that the 
effect of knowledge quality has no significant effect on tourism 
competitive advantage. Based on the limitations of the study of 
antecedent variables, knowledge quality of competitive tourism 
advantage is an interesting black bock study area. This 
research, however, has not considered the quality factor of 
Human Resource of tourism entrepreneurs who are possibly 
considered to be able to increase their competitiveness / 
innovativeness on achieving tourism competitive advantage. 
The addition of environmental support factors or added value 
can be considered to vary further researches. 

VII. CONCLUSION 

The model of developing tourism competitive advantages 
can be enhanced through destination innovativeness which is 
built with indicators of assimilation, differentiation and 
integration.   Destination innovativeness is found  to have 
significant relationship with tourism competitive advantage. 
Knowledge quality is not significant in tourism competitive 
advantages. This condition is caused by knowledge quality 
indicators which include adaptable, applicable and expandable 
have not been carried out intensively, extensively and 
comprehensively. Knowledge quality has positive influence in 
destination innovativeness. Eentrepreneur learning   has 
positive influence in knowledge quality.  

The evidence of this model contributes to the theory by 
extending support for social exchange theory and knowledge 
management into the context of strategies for tourism 
marketing and development. This paper initiates a new 
research agenda of tourism competitive advantage with 
implication for future research, practice and public policy. 
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